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"EL  CLOBO'—The  VISIT  USA  Mobile  Exhibit 
began  a  five-month  showing  in  Mexico  City's 
Chapultepec  Park  in  November. 
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THE  SECRETARY  OF  COMMERCE 

Washington,  D.C.     20230 


June  19,  1972 


The  President 

President  of  the  Senate 

Speaker  of  the  House  of  Representatives 

Sirs : 

I  have  the  honor  to  submit  herewith  the  Sixteenth 
Program  Report  of  the  activities  of  the  United 
States  Travel  Service,  U.  S.  Department  of  Commerce, 
for  calendar  year  1971,  in  compliance  with  Section  5 
of  the  International  Travel  Act  of  1961,  as  amended. 

Major  activities  discussed  in  the  summary  include  the 
opening  of  an  eighth  regional  travel  promotion  office 
in  Toronto;  establishment  of  a  $550,000  matching  grant 
program;  display  of  the  VISIT  USA  Mobile  Exhibit  at 
Tokyo,  Leningrad  and  Mexico  City;  and  co-sponsorship 
of  a  Festival  of  American  Folklife  at  Man  and  His  World, 
Montreal. 

In  addition,  the  United  States  Travel  Service  continued 
its  cooperation  with  the  travel  industry,  other  Federal 
agencies,  and  state  and  city  governments  and  tourism- 
promotion  organizations.   Such  activities  are  also 
summarized  in  this  publication. 

Respectfully  submitted, 


Secretary  of  Commerce 


HEADING  ■'DOWN  UNDER"— Participants  tn  the  third 
and  fourth  VISIT  USA  World  Tourism  Seminars, 
plus  members  of  the  Up  With  People  singing  group, 
prepare  to  depart  for  Australia. 


A  DECADE  OF  CHALLENGE 


In  1971,  the  United  States  Travel  Service  (USTS) 
observed  its  tenth  anniversary.  During  the  dec- 
ade, travel  to  the  United  States  from  abroad  has 
more  than  doubled — climbing  from  6.3  million 
arrivals  in  1961  to  an  estimated  13.8  million  in 
1971.  U.S.  earnings  from  international  visitors 
have  increased  172  percent — from  approximately 
$1.1  billion  to  an  estimated  $2.9  billion.  Since 
1961,  the  average  annual  rate  of  growth  in  visitor 
arrivals  has  been  8.4  percent — the  average  annual 
rate  of  expansion  in  dollar  receipts  has  been  10.6 
percent. 

During  USTS'  first  ten  years,  some  of  the  major 
developments  that  occurred  were: 

•  A  close  working  relationship  has  been  estab- 
lished with  the  U.  S.  travel  industry  and  with 
sellers  of  travel  in  major  markets  abroad  through 
the  establishment  of  regional  offices.  There  has 
been  close  cooperation  with  state  and  city  tour- 
ism-promotion personnel  through  the  appoint- 
ment of  a  state/city  coordinator  in  USTS'  Wash- 
ington headquarters.  This  has  resulted  in  an 
extensive  VISIT  USA  marketing  program  abroad 
and  an  active  reception  program  at  home  for 
foreign  visitors. 

•  Emphasis  has  been  placed  on  improving  lan- 
guage facilities  for  foreign  visitors  at  the  nation's 
ports  of  entry  and  hotels,  as  well  as  through  a 
telephone  information  and  interpreter  center. 

•  Steps  have  been  taken  to  involve  Americans 
in  the  promotion  of  tourism  from  abroad.  An 
"invite  and  welcome"  public  service  advertising 
campaign  was  begun  in  1968  to  urge  Americans 
to  invite  their  foreign  friends  and  relatives  "over 
here"  and  to  welcome  all  foreign  visitors. 

•  Efforts  were  aimed  at  involving  the  American 
business  community  in  programs  to  attract  more 
international  congresses  to  the  U.  S.,  promoting 
foreign  attendance  at  U.  S.  conventions  and 
product  fairs,  and  urging  U.  S. -based  multina- 
tional companies  to  bring  their  foreign-based 
employees  and  sales  representatives  to  the  United 
States  for  familiarization  tours  and  incentive 
travel  programs. 

•  USTS'  advertising,  promotion  and  special 
projects  have  become  concentrated  in  countries 
with  the  greatest  potential  VISIT  USA  markets. 
Direct  advertising  expenditure  increased  50  per- 
cent between  1962  and  1971,  which  enabled 
USTS  to  use  effectively  a  greater  variety  of  print 


media  and  to  increase  the  size  and  insertion  rate 
of  its  VISIT  USA  advertisements.  Sales  promotion 
expenditures  increased  128  percent  during  this 
same  period.  This  budget  covers  the  production, 
printing  and  distribution  of  brochures  and  infor- 
mation booklets  which  are  channeled  by  USTS 
offices  abroad  to  the  potential  traveler  through 
the  travel  trade. 

•  An  innovative  research  program  established 
USTS  as  the  primary  source  for  tourism  statistics 
and  studies  necessary  to  the  tourist  industry. 

Receipts  from  foreign  tourism  account  for  six 
percent  of  total  U.  S.  exports  (inbound  tourism 
being  a  de  facto  export  which  earns  foreign  ex- 
change for  the  U.  S.)  For  every  $20,000  spent  in 
the  U.  S.  (excluding  international  transportation) 
by  foreign  visitors,  one  job  is  created.  Thus,  last 
year  foreign  tourists  generated  enough  income  to 
support  122,650  jobs. 

However,  despite  the  increase  in  travel  to  the 
United  States,  the  U.  S.  still  recorded  an  esti- 
mated travel  deficit  of  $2.6  billion1  in  its  balance 
of  payments  at  the  end  of  1971.  This  deficit  rep- 
resents the  difference  between  what  Americans 
spent  for  foreign  travel  during  the  year  ($5.4  bil- 
lion) and  what  foreign  visitors  spent  on  travel  in 
the  U.  S.  ($2.9  billion). 

The  reasons  for  this  deficit  are  varied.  A  major 
factor  is  that  Americans  continued  to  be  lured 
abroad  in  ever-increasing  numbers.  During  1970, 
the  most  recent  year  for  which  figures  are  avail- 
able, foreign  governments  spent  $15.3  million  on 
media  advertising  designed  to  attract  U.  S.  citi- 
zens to  other  nations.  The  50  states  and  District 
of  Columbia  spent  $10.1  million — $5.2  million 
less — on  advertising  encouraging  the  U.  S.  public 
to  "Discover  America". 

Today,  94  foreign  countries  have  206  travel 
promotion  offices  in  the  United  States.  The  U.  S. 
has  fewer  than  20  official  travel  promotion  offices 
abroad,  including  those  operated  by  individual 
U.  S.  cities  and  states. 

Travel  researchers  see  little  reason  to  think  that 
Americans  will  not  continue  to  travel  abroad  in 
large  numbers.  The  only  way  to  narrow  the'travel 
gap"  in  the  balance  of  payments  is  to  increase 
the  number  of  foreign  tourists  visiting  the  United 
States.  This  is  the  mission  of  USTS. 

'  Figures  are  rounded  off  to  nearest  $100  million. 


CHART  1      TOTAL  ARRIVALS  BY  TYPE  OF  VISA 
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STATISTICAL  SUMMARY 


Foreign  visitor  arrivals  in  the  United  States  during 
1971  totaled  an  estimated  13.767  million,  a  3.8 
percent  increase  over  the  13,264,380  during  1970. 
Arrivals  from  overseas  countries  numbered  nearly 
2.5  million,  a  nine  percent  increase  over  1970's 
2.29  million.  Arrivals  from  Mexico  totaled  1.17 
million,  a  7.8  percent  increase  over  1970.  Cana- 
dian arrivals  were  estimated  at  10.1  million,  a 
two  percent  increase  over  1970. 

Business  visitors  from  overseas  countries  to- 
taled 320,201.  This  was  12.8  percent  of  the  total 
visitor  arrivals  from  overseas  countries. 

The  United  Kingdom  retained  its  leading  posi- 
tion as  the  number  one  supplier  of  overseas 
pleasure  and  business  visitors  to  the  U.  S. — 
325,555.  Japan,  with  311,065,  was  the  source  of 
the  second  largest  volume  of  overseas  visitors,  a 
49.9  percent  increase  over  1970.  Of  the  ten  over- 
seas countries  generating  the  greatest  amount  of 
travel  to  the  U.  S.,  the  Netherlands  accounted  for 
the  next  largest  percentage  increase  in  arrivals — 
its  VISIT  USA  traffic  rose  19.5  percent,  from 
49,171   in  1970  to  58,748  in  1971. 


Estimated  1971  receipts  from  foreign  visitors 
were  $2.9  billion,  a  6.6  percent  increase  over  the 
$2,696  billion  receipts  in  1970.  U.  S.  citizen  ex- 
penditures for  foreign  travel  during  1971  are  esti- 
mated at  $5.4  billion,  a  5  percent  increase  over 
the  $5,168  billion  spent  in  1970. 

Despite  the  strong  efforts  of  USTS  and  others 
concerned  with  inbound  tourism,  the  travel  gap 
in  the  balance  of  payments — i.e.,  the  difference 
between  what  Americans  spend  abroad  and  what 
foreigners  spend  in  the  U.  S. — increased  3.4  per- 
cent over  last  year,  from  $2,472  billion  to  a  rec- 
ord estimated  $2.6  billion. 

This  nation's  ever-widening  travel-money  gap 
accounts  for  a  significant  portion  of  our  balance- 
of-payments  deficit.  In  1970,  it  comprised  the 
second  largest  amount  in  the  total  deficit — and  it 
was  the  largest  during  the  first  nine  months  of 
1971  (current  account  basis).  The  travel  gap  has 
also  aggravated  the  net  liquidity  deficit  (U.  S.  liq- 
uid liabilities  abroad,  both  private  and  official), 
accounting  for  more  than  50  percent  of  that 
amount  in  all  but  three  of  the  last  ten  years. 


TOP  TEN  OVERSEAS  TOURIST  GENERATING  COUNTRIES 


Calendar  Year  1971 

Calendar  Year  1970 

Number  of 

Number  of 

Percent  Change 

Country 

Rank 

Arrivals 

Rank 

Arrivals 

1971/1970 

United  Kingdom 

1 

325,555 

1 

292,752 

4-11.2% 

Japan 

2 

311,066 

2 

207,455 

+  49.9 

West  Germany 

3 

203,010 

3 

177,528 

+  14.4 

France 

4 

133,604 

4 

116,347 

+  14.8 

Bahamas 

5 

96,767 

5 

127,290 

(-24.0) 

Italy 

6 

93,421 

6 

80,286 

+  16.4 

Australia 

7 

70,860 

7 

75,815 

(-    6.5) 

Venezuela 

8 

64,681 

8 

63,816 

+    1.4 

Netherlands 

9 

58,748 

11 

49,171 

+  19.5 

Colombia 

10 

55,599 

10 

50,879 

+    9.3 

NOTE:   Arrival  figures  for  the  Caribbean  area   may  be   inflated  in   that  they   most   probably   represent   multiple  trips   by  the  same  traveling  segment. 


U.S.    RECEIPTS   AND   EXPENDITURES   FOR   INTERNATIONAL 

TRAVEL   1961-1971 


Total 

U.S. 

Total 

U.S. 

Travel 

Deficit 

Year 

Rece 

ipt> 

Expenditures 

(In  Milli 

ons 

of  $) 

(In 

Millions 

of  $) 

(In 

Millions  of  $) 

1961 

1,057 

— 

2,292 

— 

1,235 

— 

1962 

1,070 

+    1.2 

2,514 

+    9.7 

1,444 

+  11.3 

1963 

1,133 

+    5.9 

2,729 

+    8.6 

1,596 

+  10.5 

1964 

1,357 

+  19.8 

2,856 

4-    4.7 

1,499 

(-    6.1) 

1965 

1,545 

4-13.8 

3,158 

+  10.6 

1,613 

+    7.6 

1966 

1,785 

4-15.5 

3,412 

+    8.0 

1,627 

+    0.9 

1967 

1,881 

4-    5.4 

4,025 

+  18.0 

2,144 

+  32.2 

1968 

2,035 

4-    8.2 

3,907 

(-    2.9) 

1,872 

(-12.7) 

1969 

2,361 

4-16.0 

4,470 

+  14.4 

2,109 

+  12.7 

1970 

2,696 

4-14.2 

5,168 

+  15.6 

2,472 

+  17.2 

1971    (Est.) 

2,875 

+    6.6 

5,430 

+    5.0 

2,555 

+    3.4 

NOTE:  Transportation  is  included  in  all  of  the  above  figures. 

SOURCE:   United  States  Travel  Service,  based  on  data  supplied  by   Immigration   and   Naturalization   Service,   U.    S.    Department  of  Justice;   Dominion 

Bureau   of  Statistics,   Ottawa,   Canada;  and  Office  of  Business   Economics,   U.  S.  Department  of  Commerce. 


U.S.  SHARE  OF  TOTAL  INTERNATIONAL  TRAVEL  MARKET — 
VISITORS  AND  DOLLARS  1961-1971 


Total  International  Travel 

International  Travel  to  the  U.S. 

U.S.  Share  of  Total 
International  Travel 

Year 

Number  of 
Travelers 
(Millions) 

%  Chg 

Dollars 

They  Spent 

(Billions) 

%  Chg 

Number  of 
Travelers 
(Millions) 

%  Chg 

Dollars 

They  Spent 

(Billions) 

%   Chg 

Share  of 

Total 
Number 

Share  of 

Total 

Dollars 

1961 

75.3 

— 

7.3 

— 

6.3 

— 

1,057 

— 

8.4 

14.5 

1962 

81.4 

+    8.1 

8.0 

+    9.6 

5.9 

(-    6.8) 

1,070 

+    1.2 

7.2 

13.4 

1963 

93.0 

+  14.2 

8.8 

+  10.0 

6.1 

+    3.8 

1,133 

+    5.9 

6.6 

12.9 

1964 

106.0 

+  14.0 

10.0 

+  13.6 

6.6 

+    8.1 

1,357 

+  19.8 

6.2 

13.6 

1965 

114.9 

+    8.4 

11.2 

+  12.0 

7.8 

+  19.0 

1,545 

+  13.8 

6.8 

13.8 

1966 

130.9 

+  12.2 

12.7 

+  13.4 

9.0 

+  15.5 

1,785 

+  15.5 

6.9 

14.1 

1967 

139.0 

+    6.2 

13.5 

+    6.2 

9.6 

+    5.7 

1,881 

+    5.4 

6.9 

13.9 

1968 

141.0 

+    2.2 

14.0 

+    3.9 

10.9 

+  13.7 

2,035 

+    8.2 

7.7 

14.5 

1969 

153.0 

+    8.5 

15.5 

+  10.7 

12.5 

+  15.1 

2,361 

+  16.0 

8.2 

15.2 

1970 

169.0 

+  10.5 

17.9 

+  12.3 

13.2 

+    5.9 

2,696 

+  14.2 

7.8 

15.1 

1971 

(Est)   181.0 

+    7.1 

19.9 

+  11.2 

13.8 

+    3.8 

2,875 

+    6.6 

7.6 

14.4 

Average  Annual   % 
Change  1961-1971 

%  Change  1971 
Over  1961 


9.1% 


+  139.0% 


+  10.3% 


+  172.6% 


+    8.4%' 


+  119.0% 


+  10.6% 


+  172.0% 


SOURCE:  United  States  Travel  Service,  based  on  data  supplied  by 
of  Business   Economics,   U.S.    Department  of  Commerce;  and  the 


the   Immigration   and    Naturalization   Service,    U.S.    Department  of  Justice;   Office 
International    Union   of  Official    Travel   Organizations   (IUOTO). 


CHART  2      FOREIGN  VISITOR  ARRIVALS  BY  AREA 
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1971 


The  United  States  Travel  Service  (USTS)  was  es- 
tablished by  the  International  Travel  Act  of  1961 
to  strengthen  the  domestic  and  foreign  com- 
merce of  the  United  States  by  promoting  business 
and  pleasure  travel  to  this  country  from  abroad. 
USTS  coordinates  the  activities  of  U.  S.  travel  in- 
dustry segments  and  U.  S.  government  agencies 
involved  in  the  VISIT  USA  program. 

USTS'  eight  regional  travel  promotion  offices, 
which  serve  more  than  40  countries,  are  located 
in  Frankfurt,  London,  Paris,  Mexico  City,  Buenos 
Aires,  Sydney,  Tokyo  and  Toronto.  The  Toronto 
office  was  established  in  October  1971. 

During  1971,  USTS'  International  Conventions 
Office  in  Paris  played  a  role  in  winning  eight 
major  international  congresses  for  the  United 
States,  bringing  its  "congresses  landed"  total  to 
26.  Foreign  attendance  of  about  21,000  and  re- 
ceipts in  excess  of  $5.9  million  are  expected  to 
be  generated  by  the  congresses.  During  1971,  a 


Washington-based  USTS  international  conven- 
tions manager  was  appointed  to  provide  domes- 
tic support  in  the  effort  to  attract  a  larger  share 
of  the  world's  international  congress  business  to 
the  United  States. 

A  Senate  Commerce  Subcommittee  on  Foreign 
Commerce  and  Tourism  was  established  in  1971, 
chaired  by  Sen.  Daniel  K.  Inouye  of  Hawaii. 

Among  the  events  of  1971  expected  to  have  a 
favorable  effect  on  inbound  travel  and  tourism 
in  the  future: 

•  the  devaluation  of  the  dollar  and  the  Admin- 
istration's wage-price  guidelines  make  the 
United  States  a  greater  travel  bargain  for 
many  foreign  nationals — creating  better  ex- 
change rates  and  slowing  down  inflation 

•  new  North  Atlantic  air  fare  proposals  by  the 
scheduled  carriers  suddenly  became  a  major 
factor  in  plans  to  attract  tourists  from  Europe. 


IMPLEMENTING  THE  NEW 
LEGISLATION 


Legislation  amending  the  International  Travel  Act 
of  1961,  passed  and  signed  into  law  in  the  Fall  of 
1970,  enabled  new  programs  to  be  launched  to 
make  the  U.  S.  more  competitive  with  other  vaca- 
tion destinations.  It: 

•  raised  the  level  of  authorization  for  the 
United  States  Travel  Service  authorized  by  Con- 
gress from  $4.7  million  per  fiscal  year  to  $15  mil- 
lion for  each  fiscal  year  through  the  one  ending 
in  1973.  (USTS  was  appropriated  $6.5  million  for 
Fiscal  Year  1972.  This  was  up  from  $4.5  million 
for  FY  1971,  the  highest  appropriation  received 
under  its  previous  authorization.) 

•  authorized  a  matching  grant  program  to  pro- 
vide to  states,  cities  and  public  or  private  non- 
profit organizations  up  to  50  percent  of  the  cost 
of  projects  promoting  travel  to  the  U.  S.  or  im- 
proving domestic  services  for  foreign  visitors. 

•  created  a  National  Tourism  Resources  Re- 
view Commission,  to  report  to  the  President  and 
the  Congress  within  two  years  on  the  domestic 
travel  needs  and  resources  of  Americans  and 
visitors  from  other  countries  and  on  suggested 
policies  and  legislation  to  meet  these  needs. 

The  FY  1972  appropriation  included  $550,000 
to  launch  the  matching  grant  program  and  five 
matching  fund  grants  were  awarded.  The  first,  to 
the  State  of  Alaska,  was  for  $9,775,  half  of  the 
total  cost  of  an  Alaskan  travel  promotion  mission 
to  Japan.  The  mission,  which  was  accompanied 
by  Governor  William  A.  Egan,  was  sponsored  by 
the  Alaska  Visitors  Association.  The  second  grant 


was  to  the  Las  Vegas  (Nevada)  Convention  Au- 
thority in  the  amount  of  $8,650  to  pay  50  percent 
of  the  cost  of  providing  simultaneous  foreign  lan- 
guage translations  during  the  32nd  World  Con- 
gress of  the  International  Association  of  SKAL 
Clubs  in  1971.  The  third  grant  of  $39,750  to  the 
Southern  Travel  Directors  Council  (STDC)  will 
pay  one-third  of  the  cost  of  producing  a  tourism- 
promotion  film  covering  the  11  member-states  of 
the  STDC.  Another  grant  for  production  of  a  film 
promoting  tourism  to  a  region  was  in  the  amount 
of  $23,750  to  the  Old  West  Trail  Foundation, 
which  comprises  the  states  of  North  and  South 
Dakota,  Nebraska,  Wyoming  and  Montana.  Both 
films  will  have  sound  tracks  in  foreign  languages, 
and  foreign  distribution.  The  final  grant  made  in 
1971  was  for  $10,000  to  the  New  Orleans  Local 
Committee  for  the  Third  Pan  American  Congress 
of  Anatomy  for  simultaneous  translation  equip- 
ment for  its  1972  international  convention  in 
New  Orleans,  enabling  some  500  expected  for- 
eign delegates  to  attend. 

A  sixth  grant  totaling  nearly  $140,000  was  ap- 
proved in  1971  to  help  ten  city,  state  and  regional 
tourism  promotion  groups  participate  in  USTS' 
winter  Canadian  ad  campaign. 

On  February  3,  1971  President  Nixon  ap- 
pointed a  National  Tourism  Resources  Review 
Commission  consisting  of  11  business  leaders  and 
4  governmental  officials,  including  Assistant  Sec- 
retary of  Commerce  for  Tourism  C.  Langhorne 
Washburn,  to  study  and  advise  on  Federal  assist- 
ance programs  for  travel  promotion. 


USTS  EXHIBIT  IN  RUSSIA 

—USTS's  VISIT  USA  Mobile  Exhibit  was  displayed 

at  SYSTEMOTECHNIKA  '77  in  Leningrad, 

where  some  41,000  visitors  viewed  its  Russian-language  film. 


TELLING  THE  VISIT  USA  STORY 
ABROAD 


1971   ADVERTISING  CAMPAIGN 


The  1971  campaign  differed  from  previous  USTS 
advertising  in  two  respects.  First,  photographs 
illustrated  the  wide  range  of  things  the  foreign 
visitor  can  see  and  do  in  the  U.  S.  Second,  the 
new  ads  answered  the  potential  traveler's  first 
question,  "How  much  will  the  whole  trip  really 
cost  me?"  Foreign  travelers  want  to  know  the 
total  cost  of  a  U.  S.  trip — air  fare,  accommoda- 
tions, meals,  sightseeing  and  other  expenses. 


Because  of  budgetary  considerations,  USTS' 
consumer  advertising  campaign  in  Europe  for  the 
spring  of  1971  was  confined  to  the  two  top  Euro- 
pean VISIT  USA  markets — the  United  Kingdom 
and  West  Germany  (which  in  1970  were  responsi- 
ble for  21  percent  of  all  overseas  visitors  to  the 
U.  S.).  In  the  United  Kingdom,  the  campaign  ran 
from  January  to  March,  with  15  magazine  in- 
sertions— two-page,  four-color  spreads.  The  Ger- 
man campaign  ran  during  February  and  March 
and  consisted  of  23  black  and  white  insertions, 
some  of  them  two-page  magazine  spreads  and 
others,  half-page  newspaper  advertisements. 


NEW  TORONTO  OFFICE— USTS  opened  a  regional  office  in  Toronto  in  October. 
Shown  at  dedication  ceremonies  (left  to  right):  W.  H.  Baxter,  Editor  and 
Publisher,  Canadian  Travel  Press;   Adolf  W.  Schmidt,  U.  S.  Ambassador  to  Canada  ; 
C.  Langhorne  Washburn,  Assistant  Secretary  of  Commerce;  lames  A.  Davidson, 
Publisher,  Canadian  Travel  Courier;  and  Wayne  Lahtinen,  Editor,  Canadian  Travel  News 


USTS'  1971  campaign  in  Canada  was  timed  to 
follow  the  establishment  of  the  Toronto  office  in 
the  Fall.  Beginning  in  December,  four-color  ads 
aimed  at  the  winter  travel  market  appeared  in 
major  Canadian  media.  Cost  of  the  ads  was 
shared  by  ten  participating  cities  and  other  non- 
profit entities.  USTS'  share  of  the  campaign — 
$140,000 — was  provided  under  the  new  Federal 
matching  grant  program  (See  IMPLEMENTING 
NEW  LEGISLATION,  page  11).  Each  advertisement 
featured  attractions  of  one  of  the  sponsoring 
cities  or  regions — the  states  of  Florida  and  North 
Carolina;  the  cities  of  New  Orleans,  San  Antonio, 
San  Diego,  San  Francisco,  Fort  Lauderdale  and 
Miami  Beach;  and  the  Southern  California  Vis- 
itors Council  and  the  Central  Atlantic  States 
Travel  Council.  A  coupon  mailed  to  USTS/To- 
ronto  brings  the  sender  a  revised  version  of  USTS' 
"Winter  Sun-Fun"  brochure,  describing  the  vari- 
ety of  U.  S.  winter  vacations  available,  and  pro- 
motional material  provided  by  the  city  or  state 
featured  in  the  ad. 

SALES  PROMOTION   AND  SUPPORT 

During  1971  USTS'  personnel  abroad  made  more 
than  6,700  sales  calls  on  travel  agents,  carrier 
sales  representatives,  and  associations  and  clubs 
involved  in  selling,  promoting  and  generating 
travel  to  the  United  States.  They  held  a  total  of 
207  educational  seminars  for  the  travel  trade, 
participated  in  65  VISIT  USA  evenings  for  the 
general  public,  and  sponsored  some  2,800  show- 
ings of  U.  S.  travel  films.  In  addition,  nearly 
193,000  inquiries  from  the  travel  trade,  associa- 
tions, clubs  and  the  general  public,  in  the  form 
of  telephone  calls,  letters  and  personal  visits, 
were  processed. 

SPECIAL  EXHIBITS 

In  1971  USTS  again  supplemented  its  meaia  ad- 
vertising campaign  with  special  exhibits  in  lead- 
ing VISIT  USA  markets.  These  promotions  were 
cosponsored,  or  supported,  by  both  the  U.  S. 
private  sector  and  other  levels  of  government. 

The  VISIT  USA  Mobile  Exhibit — the  same 
balloon  theater  that  drew  1,600,000  visitors  dur- 


ing a  six-month  stand  at  EXPO  '70  in  Osaka — had 
a  five-month  run  in  Tokyo's  Toshimaen  Park, 
where  more  than  360,000  people  viewed  it.  The 
interior  of  the  six-story  theater  was  altered  to 
accommodate  Walt  Disney  Productions'  360- 
degree  Circle-Vision  film  "America  the  Beautiful," 
previously  shown  at  the  U.  S.  pavilion  at  Man 
and  His  World  in  Montreal.  The  film  was  given 
a  Japanese  language  sound  track  for  the  showing. 

Between  its  scheduled  appearances  in  Tokyo 
and  Mexico  City  the  balloon  theater  was  shipped, 
at  no  cost  to  USTS,  to  Leningrad  for  an  exhibit  at 
SYSTEMOTECHNIKA  71,  the  largest  showing  of 
Western-produced  computer  and  office  equip- 
ment ever  held  in  the  Soviet  Union.  One-hundred- 
thirty-seven  other  exhibits  were  displayed  during 
the  10-day  event.  An  estimated  41,000  visitors 
viewed  the  Disney  film  with  Russian  language 
sound  track.  The  Mobile  Exhibit  was  displayed  at 
SYSTEMOTECHNIKA  71  to  allow  the  Soviets  to 
view  its  optical  projections  and  audio  systems, 
which  represent  a  highly  sophisticated  level  of 
synchronization  technology.  The  production  re- 
quires nine  screens,  nine  projectors  and  nine 
inside  speakers.  This  participation  was  arranged 
to  further  the  provision  of  the  International  Travel 
Act  of  1961  calling  for  the  promotion  of  friendly 
understanding  and  appreciation  of  the  United 
States  in  foreign  countries. 

In  late  November,  the  Exhibit  began  a  five- 
month  showing  in  Mexico  City.  By  the  end  of 
December,  approximately  227,000  Mexicans  had 
visited  the  exhibit.  The  total  number  of  visitors 
was  expected  to  reach  one  million.  According  to 
results  from  the  first  of  three  extended  audience 
surveys,  more  than  90  percent  gave  the  film 
"America  the  Beautiful,"  shown  in  the  exhibit, 
their  highest  rating.  The  survey  also  indicated 
that  viewers  comprised  a  promising  VISIT  USA 
market — 42  percent  had  visited  a  foreign  country 
(as  compared  with  17  percent  of  Mexican  adult 
population)  and  50  percent  take  at  least  one 
vacation  a  year. 

To  power  the  VISIT  USA  Mobile  Exhibit  during 
its  five-year  world  tour,  the  Onan  Corp.,  of 
Minneapolis,  provided  two  10,000-pound  genera- 


tors  valued  at  $125,000  each.  These  were  espe- 
cially constructed  to  meet  USTS  specifications, 
and  were  donated  to  the  government  for  $1. 

Another  major  exhibit  during  1971  was  a  Fes- 
tival of  American  Folklife  at  Man  and  His  World 
in  Montreal.  Sponsored  in  cooperation  with  Dis- 
cover America  Travel  Organizations  and  state 
travel  promotion  agencies,  the  festival  was  pro- 
duced by  the  Smithsonian  Institution's  Perform- 
ing Arts  Division.  It  was  staged  in  the  former 
United  States  pavilion  at  EXPO  '67 — the  20-story 
Buckminster  Fuller-designed  geodesic  dome. 

The  Festival  was  presented  in  eight  separate 
staging  areas  within  the  pavilion — each  featuring 
the  traditional  culture  of  a  U.  S.  region.  Partici- 
pants included  craftsmen,  cooks,  artisans  and  per- 
formers representing  a  cross-section  of  the 
United  States'  ethnic  groups  and  cultures.  The 
program  changed  weekly.  Musical  and  dance 
groups  presented  a  wide  variety  of  ragtime,  jazz, 
blues  and  folk  music.  Name  performers,  as  well 
as  traditional  musicians,  appeared.  A  Plan-A-Trip 
center  was  manned  by  VISIT  USA  tour  planning 
counselors  representing  the  eight  U.  S.  regions. 

The  nearly  330,000  people  who  visited  the  U.  S. 
pavilion  during  its  13-week  summer  run  represent 
a  prime  VISIT  USA  market. 

A  survey  of  press  coverage  indicated  that  a 
minimum  of  $21,000  worth  of  free  publicity  was 
generated  by  the  U.  S.  Pavilion,  using  advertising 
space  rates  as  a  price  gauge. 

FAMILIARIZATION  TOURS 

In  1971,  USTS  sponsored  or  endorsed  VISIT  USA 
familiarization  tours  for  2,061  foreign  tour  oper- 
ators and  865  foreign  travel  writers.  The  purpose 
of  these  tours  was  to  acquaint  foreign  journalists 
and  travel  agents  with  U.  S.  attractions  and  tour 
offerings.  Such  tours  achieve  two  aims.  They 
produce  news  media  attention  for  the  U.  S.  as  a 
tourism  destination,  and  business  for  U.  S.  travel- 
sellers.  VISIT  USA  familiarization  tours  for  travel 
agents  are  normally  sponsored,  or  subsidized,  by 
U.  S.  travel  industry  firms.  Air  transportation  for 
foreign  participants  is  authorized  by  the  Civil 
Aeronautics  Board  fCAB). 


By-line  destination  reports  written  by  the 
hosted  journalists  appear  in  major  foreign  news- 
papers and  magazines,  where  their  readership 
frequently  comprises  a  "ready-made"  audience 
for  VISIT  USA  promotion.  Also,  radio  and  televi- 
sion personnel  in  this  program  prepare  air-media 
reports  and  features  on  the  U.S.A.  as  a  tourist 
attraction. 

Group  familiarization  tours  occurring  during 
the  past  year: 

•  Golf  World  magazine  and  USTS  jointly  spon- 
sored a  familiarization  tour  for  sports  editors  and 
travel  agents  from  Europe,  England  and  Mexico 
to  golf  courses  in  Florida  and  North  and  South 
Carolina,  and  the  U.  S.  Match  Play  Championship, 
August  26-29. 

•  Four  journalists  from  England,  France  and 
Australia  covered  the  World  Cup  Golf  Champion- 
ships at  Palm  Beach  Gardens,  November  11-14, 
under  the  sponsorship  of  USTS  and  the  Interna- 
tional Golf  Association. 

•  In  January,  11  travel  agents  from  Mexico 
took  a  USTS-sponsored  familiarization  tour  of 
Colorado  and  were  shown  ski  facilities  at  Vail. 
By  year-end,  some  300  Christmas  holiday  trips  to 
Aspen  and  Vail  had  been  booked  by  Mexican 
travel  concerns.  Credit  for  this  new  business  was 
given  primarily  to  the  January  familiarization 
program. 

•  A  group  of  23  foreign  journalists  and  tour 
operators  from  Europe,  Latin  America,  Australia 
and  Japan  toured  Colorado  in  August  under  the 
sponsorship  of  the  Colorado  Year  Around  Travel 
Committee,  the  Colorado  Visitors  Bureau,  Pan 
American,  United  and  Frontier  airlines  and  Hertz 
Corp.,  in  cooperation  with  USTS.  Purpose  of  the 
eight-day  trip  was  to  introduce  the  visitors  to 
Colorado's  non-skiing  attractions,  and  to  encour- 
age spring,  summer  and  fall  trips  to  the  Colorado 
Rockies. 

•  The  first  week  of  December,  30  British  and 
European  travel  agents  and  writers  participated 
in  a  "Ski  Colorado"  tour.  Sponsors  cooperating 
with   USTS  were:   Colorado  Year  Around  Travel 
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Committee,  The  Hertz  Corp.,  Rocky  Mountain 
Airways,  and  Pan  American,  Braniff  and  United 
airlines.  The  group  visited  Steamboat  Springs, 
Snow  Mass,  Aspen  and  Vail,  and  met  with  oper- 
ators of  major  Western  U.  S.  ski  areas  to  discuss 
the  development  of  ski   tour  packages. 

•  In  September,  Trans  World  Airlines,  in  co- 
operation with  Allegheny  Airlines,  Hughes  Air- 
West  and  USTS,  sponsored  a  VISIT  USA  tour  for 
24  international  journalists.  Stops  included  Bos- 
ton, New  York  State,  Washington,  D.  C,  Kansas 
City,  Tucson,  the  Grand  Canyon,  Las  Vegas  and 
San  Francisco. 

WORLD  TOURISM  SEMINARS 

The  year  1971  saw  an  increase  in  the  number 
of  USTS-created  VISIT  USA  World  Tourism  Semi- 
nars, which  were  begun  in  1970  to  bring  U.  S. 
travel-sellers  together  with  foreign  packagers  of 
VISIT  USA  tour  components.  The  purpose  of  the 
seminars  is  to  save  the  foreign  tour  operator  the 
time  and  money  expenditure  of  a  trip  to  the  U.  S. 
and  to  encourage  him  to  develop  and  sell  mod- 
erately-priced VISIT  USA  package  tours  for  both 
group  and  individuals. 

Seminars  were  held  in  Sydney  and  Melbourne, 
Australia;  Tokyo,  Japan;  Stockholm,  Sweden; 
Oslo,  Norway;  Copenhagen,  Denmark;  Caracas, 
Venezuela;  Sao  Paulo,  Brazil;  Lima,  Peru;  Buenos 
Aires,  Argentina;  and  Mexico  City.  Participating 
in  the  seminars  were  top  U.  S.  travel  industry 
executives.  Cooperating  airlines  included  Ameri- 
can, Pan  Am,  Northwest  Orient,  SAS  and  Braniff. 

NEW  PROMOTIONAL  MATERIALS 

In  1971,  approximately  one  million  detailed 
maps  of  six  major  gateway  cities  (Los  Angeles, 
San  Francisco,  Chicago,  Miami,  Washington, 
D.  C,  and  New  York)  were  distributed  through 
USTS'  regional  offices  along  with  informational 
brochures  on  those  cities. 

The  Culligan  Story,  an  account  of  a  success- 
ful VISIT  USA  travel  incentive  program  under- 
taken by  Culligan  International,  was  published  for 
domestic  distribution.  The  brochure  will  be  used 
in  USTS'  continuing  Busivisit  program  to  encour- 


age U.  S.  companies  with  international  branches, 
subsidiaries  or  affiliates  to  sponsor  similar  pro- 
grams. 

A  revised  edition  of  Plant  Tours  for  Interna- 
tional Visitors  to  the  United  States,  a  biennial 
listing  of  industrial  tours,  cross-referenced  by 
state  and  by  industry,  was  issued.  Twenty-seven 
thousand  copies  of  the  154-page  booklet  were 
distributed  abroad  by  USTS  regional  offices,  and 
an  additional  3,000  copies  were  made  available 
to  the  U.  S.  Government  Printing  Office  for  sale 
to  the  general  public. 

A  1972-73  edition  of  U.  S.  Conventions  and 
Trade  Shows,  USTS'  annual  directory  of  more 
than  250  U.  S.  conventions,  exhibitions  and  trade 
and  industrial  shows  that  welcome  foreign  at- 
tendance, was  published. 

USTS  also  published  a  new  edition  of  Festival 
USA,  a  listing  of  more  than  500  festivals  and  other 
events  to  be  held  in  the  United  States  during 
1972.  Included  are  major  sporting  events  in  the 
fields  of  horse  racing,  auto  racing,  tennis,  golf, 
boating,  surfing  and  skiing.  Prepared  for  the  use 
of  travel  agents  and  tour  operators  abroad,  the 
listing  was  offered  for  sale  to  the  American 
public  for  the  first  time  in  1971  through  the  U.S. 
Government  Printing  Office. 

In  an  effort  to  encourage  youth  and  student 
travel  to  this  country,  USTS  produced  and  dis- 
tributed through  its  offices  abroad  a  list  of  U.  S. 
youth  hostels,  YMCA's  and  YWCA's  offering  ac- 
commodations for  young  people  traveling  here. 

During  1971  USTS  produced  some  new  VISIT 
USA  travel  posters  and  reprinted  some  favorites 
from  previous  years. 

USTS  produced  a  15-minute  16mm  color  VISIT 
USA  film  entitled  "In  the  USA"  for  theater  and 
television  use  abroad.  The  production  contains 
helpful  travel  information  for  the  foreign  visitor 
to  the  U.  S.  Sound  tracks,  featuring  the  Up  With 
People  singing  group  and  an  original  theme  song, 
were  produced  in  English,  French,  German, 
Italian,  Spanish  and  Japanese. 

Most  USTS  regional  offices  produced  brochures 
listing  tour  offerings  by  local  tour  operators  avail- 
able to  prospective  travelers  to  the  United  States. 
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TELLING  THE  VISIT  USA  STORY 
AT  HOME 


THE  SELLING  OF  AMERICA 


In  an  effort  to  mobilize  greater  grass  roots  sup- 
port for  the  VISIT  USA  program,  senior  USTS 
personnel  participated  in  a  series  of  conferences 
with  city  and  state  travel  promotion  officers  to 
explain  the  operation  of  a  new  Federal  match- 
ing grant  program.  Known  as  "The  Selling  of 
America,"  the  meeting  replaced  the  standard  an- 
nual USTS  Regional  Directors  Conference. 
Regional   meetings  were  held   in   Washington, 


D.  C,  Niagara  Falls,  Chicago,  Denver,  San  Fran- 
cisco, Houston  and  Panama  City,  Florida.  Local 
meetings  took  place  in  Wichita,  at  the  Crow 
Indian  Agency,  and  in  Seattle,  Tucson  and  Or- 
lando. The  USTS  group  held  airborne  planning 
and  program  sessions  between  meeting  stops. 
Cost  of  the  10-day  campaign  was  borne  primarily 
by  the  travel  industry. 

Accompanying  the  group  in  a  special  press 
plane  on  a  loan  to  the  Government  were  journal- 
ists from  Europe,  Mexico,  Australia,  and  South 
America  and  the  U.  S. 


THE  SELLING  OF  AMERICA  197 1 

— USTS'  1977  Regional  Directors  Conference  was 

held  airborne  between  stops  on  a  ten-day,  7,000  mile  trip 

across  the  U.S.  and  back. 
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SERVING  THE  FOREIGN  VISITOR 


HOTEL/MOTEL  LANGUAGE 
CERTIFICATION   PROGRAM 

An  additional  37  hotels  and  motels  were  certified 
in  1971  under  the  three-year-old  language  cer- 
tification program  cosponsored  by  USTS  and  the 
American  Hotel  and  Motel  Association.  This 
brings  to  182  the  number  of  hotels  and  motels 
in  the  U.  S.  which  have  agreed  to  staff  their  front 
desks,  switchboards  and  restaurants  with  person- 
nel who  speak  Spanish,  French  and  German  or 
Japanese  in  addition  to  English.  The  joint  pro- 
gram was  begun  in  March  1969  as  a  means  of 
relieving  the  language  fears  of  foreign  nationals 
who  hesitate  to  visit  the  U.  S.  because  they  do 
not  speak  English.  USTS  publicizes  abroad  the 
language  resources  of  participating  hotels  and 
motels,  and  authorizes  them  to  display  a  USTS 
plaque  bearing  the  inscription  "Welcome,  Bien- 
venido,  Bienvenue,  Willkommen." 

SUMMER   HOTEL  SPECIAL 

Hotels  in  four  gateway  cities— New  York,  Chicago, 
Washington,  D.  C,  and  San  Francisco— instituted 
a  Summer  Hotel  Special,  an  attempt  to  provide 
low-cost  accommodations  for  European  visitors. 
The  pilot  summer  rate  plan  was  sponsored  by 
the  Hotel  Sales  Management  Association  (HSMA) 
as  a  means  of  encouraging  foreign  travel  to  the 
U.  S.  Under  the  plan,  major  hotels  in  the  four 
gateway  cities  agreed  to  make  rooms  available 
during  July  and  August  at  a  flat  rate— most  under 
$20  and  some  as  low  as  $12. 

Summer  Hotel  Special  was  promoted  in  Europe 
by  USTS,  Pan  American  World  Airways  and  Trans 
World  Airlines.  Bookings  were  through  European 
travel  agents. 

Agreement  was  reached  between  USTS  and 
HSMA  to  renew  and  expand  the  program  in  1972, 
making  it  national  in  scope. 

MEDICAL  AND  AUTO   INSURANCE 

A  new  medical  and  hospitalization  policy  was 
made  available  to  foreign  visitors,  through  the 
efforts  of  USTS,  after  significant  numbers  of  for- 


eign nationals  indicated  they  were  reluctant  to 
travel  in  the  U.  S.  because  of  the  high  cost  of 
medical  care  and  the  lack  of  insurance  during 
their  visits  here. 

The  new  International  Holiday  Travel  Insur- 
ance, available  through  the  130  overseas  offices 
of  American  International  Underwriters,  includes: 

•  $50  a  day  hospitalization  benefits 

•  accidental  death  and  dismemberment 

•  medical  reimbursement 

•  hotel  expense  indemnity 

A  companion  automobile  insurance  package, 
also  offered  by  American  International  Under- 
writers, is  now  available  to  international  visitors 
who  rent  or  purchase  cars  in  the  United  States. 

MULTILINGUAL  PORT  RECEPTIONIST 
PROGRAM 

Multilingual  student  port  receptionist  corps 
were  established  at  Seattle-Tacoma  and  San  Juan 
international  airports  in  the  fall  of  1971,  bringing 
to  three  the  number  of  such  groups  in  operation. 
A  similar  corps  has  been  functioning  at  New 
York's  Kennedy  International  Airport  since  the 
summer  of  1970.  The  program  is  conducted  by 
USTS  in  cooperation  with,  respectively,  the 
Seattle/King  County  Convention  and  Visitors  Bu- 
reau, the  Commonwealth  of  Puerto  Rico  Ports 
Authority  and  the  Port  of  New  York  Authority, 
and  the  Office  of  Education,  U.  S.  Department  of 
Health,  Education  and  Welfare. 

The  receptionists  assist  incoming  foreign  visi- 
tors in  clearing  customs  and  immigration  and  in 
making  transportation  connections.  The  students' 
salaries  are  paid  from  funds  available  to  educa- 
tional institutions  under  the  Office  of  Education's 
College  Work-Study  Program  and  by  USTS. 

By  year-end  there  were  some  50  participating 
students  at  JFK,  15  at  Seattle-Tacoma  and  six  at 
San  Juan. 

TRAVEL  PHONE  USA 

Travel    Phone    USA,    a    nationwide,    multilingual, 
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toll-free  telephone  interpreter  service,  sponsored 
by  USTS  in  cooperation  with  TraveLodge  Inter- 
national, continued  in  operation  for  a  second 
year.  The  foreign  visitor  can  dial  the  service 
toll-free  from  anywhere  in  the  continental  United 
States,  except  Alaska,  and  obtain  telephone  in- 
terpreter assistance,  or  answers  to  travel-related 
questions,  in  Spanish,  French,  German  and  Japa- 
nese. 

A  USTS  brochure  in  five  languages,  explaining 
the  service,  was  distributed  abroad.  In  addition 
to  helping  visitors,  the  service  has  aided  airlines, 
hotels  and  police  who  have  encountered  lan- 
guage problems  with  guests  from  abroad.  Tele- 
vision clips  produced  by  the  U.  S.  Information 
Agency  on  Travel  Phone  USA  were  seen  by  more 


than  360  million  viewers  overseas. 


AMERICANS-AT-HOME 

Five  new  cities  joined  the  Americans-at-Home 
program,  a  USTS-organized,  community-operated 
host  plan  for  foreign  visitors.  San  Antonio;  Boze- 
man,  Montana;  Columbus,  Ohio;  Tucson  and 
Seattle  bring  to  73  the  number  of  participating 
cities.  Americans-at-Home  is  designed  to  enable 
foreign  visitors  traveling  without  sponsorship  to 
get  to  know  Americans  informally  in  their  homes. 
USTS  prints  in  nine  languages,  and  distributes 
overseas,  a  folder  giving  details  and  telephone 
numbers  of  the  community  sponsoring  groups 
around  the  country. 


A  "GOLDEN"  WELCOME— A  USTS  program, 

conducted  in  cooperation  with  the  U.  S.  Office  of  Education 

and  various  local  entities,  has  placed  more  than  70  college  student 

multilingual  receptionists  at  international  airports  in  New  York, 

Seattle  and  San  juan.  Here,  one  of 

Kennedy  International  Airport's  receptionists  assists 

an  incoming  foreign  visitor  in  clearing  customs  and  immigration. 


14 


COOPERATING  WITH   GOVERNMENT 
AND  INDUSTRY 


TRAVEL  MART 

The  third  annual  Discover  America  Pow-Pow  and 
Travel  Mart  was  held  in  Chicago  in  July  under 
the  cosponsorship  of  USTS  and  Discover  America 
Travel  Organizations  (DATO).  One  hundred  and 
eighty  foreign  tour  operators  (more  than  twice 
the  number  who  attended  in  1970)  met  with 
some  100  U.  S.  travel  suppliers.  More  than  5,000 
interviews  were  scheduled.  A  USTS  study  later 
showed  that  $5.3  million  in  new  VISIT  USA 
business  was  generated  as  a  result  of  the  four- 
day  Travel  Mart. 

PARIS  AIR  SHOW 

Assistant  Secretary  Washburn  and  then  Assistant 
Secretary  of  Commerce  for  Domestic  and  Inter- 
national Business  Robert  McLellan  represented 
the  United  States  at  the  opening  of  the  29th  Paris 
Air  Show  in  May.  This  was  also  the  occasion  of 
the  inauguration  of  the  Commerce  Department's 
new  permanent  U.  S.  Pavilion  at  the  international 
aerospace  exhibition.  USTS  premiered  a  film 
utilizing  a  special  six-screen  process  to  tell  a  story 
of  outstanding  places  to  visit  in  the  United  States. 


TOURISM  MESSAGE  TO  RUSSIANS 

Assistant  Secretary  of  Commerce  for  Economic 
Development  Robert  Podesta  represented  Mr. 
Washburn  on  the  first  scheduled  Alaska  Airlines 
flight  from  Anchorage  to  Leningrad.  He  carried  a 
message  of  greeting  from  Secretary  of  Commerce 
Maurice  H.  Stans  to  travel  industry  officials  of  the 
Soviet  Union  (INTOURIST). 


TRAINEX 

TRAINEX— a    North    American    travel    exhibition 
train   sponsored   by   USTS,   British   Overseas   Air- 


ways Corp.  and  other  U.  S.  and  Canadian  travel 
interests— toured  Great  Britain  for  four  weeks  in 
January  and  February  promoting  tourism  to  North 
America.  The  six-coach  train  contained  exhibits 
portraying  the  sights  and  sounds  of  North  Amer- 
ica and  was  manned  by  Americans  and  Cana- 
dians, including  American  Indians,  National  Park 
Service  Rangers  and  Canadian  Mounted  Police. 
One  car  was  equipped  to  show  travel  films  from 
the  two  countries,  and  another  was  set  up  to  ac- 
commodate sales  meetings  with  the  local  travel 
trade  in  the  19  cities  visited  by  TRAINEX. 


AMERICAN   REVOLUTION 
BICENTENNIAL  COMMISSION 

The  agency  continued  its  liaison  with  the  Amer- 
ican Revolution  Bicentennial  Commission.  USTS 
will  make  its  resources  available  to  the  commis- 
sion and  assist,  as  requested,  in  the  planning, 
coordination  and  implementation  of  projects  for 
the  Bicentennial  Year  1976.  USTS  expects  that  its 
major  role  in  the  celebration  will  be  to  urge  for- 
eign nationals  to  accept  the  President's  invitation 
to  visit  the  United  States  during  the  Bicentennial 
year. 


INTERNATIONAL  ORGANIZATIONS 

USTS,  as  the  United  States'  national  tourist  office, 
participated  in  various  international  organiza- 
tions. USTS  representatives  attended  meetings  of 
the  International  Union  of  Official  Travel  Organi- 
zations, the  Pacific  Area  Travel  Association,  the 
Organizations  of  American  States  and  the  Or- 
ganization for  Economic  Cooperation  and  Devel- 
opment. 
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FOLKSINGER  AND  COMPOSER  Libba  Cotton  (left)  of  Chapel 
Hill,  N.  C,  was  one  of  the  entertainers  at  the  Festival  of 
American  Folklite.  (Below):  lessie  Lanphere,  of  Bull  Shoals, 
Ark.,  makes  corn-cob  jelly,  a  native  American  preserve. 


FESTIVAL   OF   AMERICAN    FOLKLIFE 

Man  and   His  World 

Montreal,  Canada  — June-September,  19"71 


THE  SEA  ISLAND  SINGERS  of  St.  Simon's  Island,  Ga.,  below,       which    were    isolated    for    many    years    and    developed    a 
performed  gospel  songs  of  the  coastal  islands  of   Georgia,       unique,  indigenous  style  of  music. 
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GEODESIC  DOME,  designed  by  Buckminster  Fuller  and  used  and  the  Smithsonian   Institution's  James  Morris  (right)  visit 

as    the    U.    S.    pavilion-biosphere   at   EXPO   '67,   became    the  the  site  early  in  1971.  Purpose  of  the  summer-long  Festival, 

setting  for  the  Festival  of  American  Folklife  at  Man  and  His  sponsored  by  the  United  States  Travel  Service  and  Discover 

World.     Above,  Montreal  Mayor  lean  Drapeau  (left),  Assis-  America    Travel    Organizations,    was    to    stimulate    Canadian 

tant  Secretary  of  Commerce  C.  Langhorne  Washburn  (center)  interest  in  VISIT  USA  tourism. 


CRAFTS  DEMONSTRATORS— Grace  Mathias  (below  left),  of 
Baker,  W.  Va.,  makes  a  broom,  and  Gaale  Klein  (right),  of 
Concord,    N.H.,   shows    how    thread   was   spun    in    the   past. 
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OBTAINING  AND  ANALYZING 
STATISTICS 


USTS'  Office  of  Research  and  Analysis  provides 
both  the  quantitative  and  qualitative  data  nec- 
essary for  the  planning  and  evaluation  of  USTS 
programs  and  projects.  To  accomplish  this,  the 
Office  analyzes  and  interprets  available  secondary 
information,  conducts  primary  research  studies  to 
provide  marketing  and  statistical  information  on 
the  international  travel  market  and  engages  in 
special  research  techniques  designed  to  improve 
the  overall  coverage  and  quality  of  travel  data. 
The  information  is  available  for  use  by  the  travel 
industry  as  well  as  by  USTS. 

In  addition,  the  Office  is  USTS'  primary  liaison 
with  the  appropriate  Commerce  Department  of- 
fices in  matters  pertaining  to  congressional  com- 
mittees and  legislation  and  regulatory  decisions 
related  to  travel  and  tourism.  It  prepares  the  USTS 
background  reports  and  position  papers  for  inter- 
governmental and  international  meetings  dealing 
with  tourism. 


The  following  research  projects  were  con- 
ducted during  1971 : 

A  Study  of  Mexican  Travel  Habits  and  Patterns- 
Based  on  a  nationwide  probability  sample  of 
Mexican  residents,  this  study  investigates  all  as- 
pects of  Mexican  travel  with  primary  emphasis 
on  the  traveling  habits,  patterns  and  attitudes  of 
international  travelers.  A  variety  of  statistics  such 
as  income,  education,  length  of  trip,  mode  of 
transportation,  city  of  residence,  expenditure  pat- 
terns, attitudes  and  preferences  for  the  U.  S.  as 
a  travel  destination  relative  to  other  alternate 
destinations  are  included.  In  addition,  those  fac- 
tors which  enhance  the  U.  S.  as  a  vacation  des- 
tination were  covered,  as  well  as  those  which  are 
travel  deterrents. 

Study  findings  were  used  by  numerous  firms 
in  the  travel  industry  and  will  serve  as  the  basic 
input  in  designing  promotional  campaigns  in 
Mexico. 

A  Study  of  British  Travel  Habits  and  Patterns,  Vol- 
ume 1— This  report,  the  first  phase  of  a  compre- 
hensive study  investigating  the  U.  K.  travel  mar- 


ket, is  based  on  interviews  with  key  individuals 
in  the  British  travel  trade  and  analysis  of  second- 
ary data.  The  report  provides  information  on  the 
social  and  geographic  structure  of  the  market, 
the  principal  traveling  segments,  and  the  role  of 
the  carriers  and  other  sectors  in  the  British  travel 
industry. 

Volume  2  will  consist  of  a  more  detailed  anal- 
ysis of  this  market,  based  on  interviews  with  some 
2,500  British  travelers  and  will  be  issued  in  1972. 

Findings  from  these  studies  will  guide  the  de- 
sign of  USTS  promotional  campaigns  in  the  U.  K., 
where  traditionally  the  majority  of  USTS  advertis- 
ing dollars  are  spent. 

Travel   Patterns   of  Foreign   Visitor  Arrivals   (1-94 

Analysis)— This  report  consists  of  four  summary 
tables  which  provide  marketing  information  on 
characteristics  and  travel  patterns  of  visitors  from 
45  metropolitan  areas  in  16  key  tourist-generating 
countries.  The  tables  presented  indicate  purpose 
of  trip,  median  length  of  stay,  age,  flag  of  carrier, 
country  of  embarkation,  port  of  U.  S.  entry  and 
departure  and  first  destination  in  the  U.  S. 

Monthly  Analysis  of  International  Travel  to  the 
United  States— This  report  includes  country  rank- 
ings and  interpretative  analysis  of  visitor  arrivals 
to  the  U.  S.  Each  month  a  different  country  is 
analyzed  in  terms  of  the  traveling  characteristics 
of  its  nationals.  This  report  is  used  by  over  400 
members  of  the  international  travel  industry  both 
in  the  U.  S.  and  abroad. 

Arrivals  and  Departures  by  Selected  Ports— This 
annual  publication  anlyzes  the  major  U.  S.  entry 
points  for  foreign  visitors  by  their  country  of 
residence  as  well  as  the  major  U.  S.  ports  of 
departure  of  U.  S.  citizens  traveling  overseas.  This 
information  is  used  by  USTS  in  planning  market- 
ing strategies  and  visitor  service  programs,  such 
as  developing  port  reception  facilities  and  foreign 
language  capabilities,  and  by  the  U.  S.  travel 
industry. 

Foreign  Visitor  Arrivals  1960-1 970-Th  is  table, 
useful  in  trend  analysis  for  forecasting  purposes, 
provides    a    ten-year    history   of    arrivals    to    the 
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United  States  analyzed  by  the  visitor's  country 
of  residence. 

The  Selling  of  America  1971— Analysis  of  Inter- 
national Travel  to  the  U.  S.  by  USTS  Regional 
Office  Areas— This  report  consists  of  analysis  of 
major  VISIT  USA  markets  in  terms  of  current 
travel  volume,  characteristics  of  travel  to  the  U.  S. 
and  the  impediments  and  promotability  for  in- 
creased travel  from  the  region. 


EVALUATION  OF  SPECIFIC 
PROMOTION   PROJECTS 


During  1971,  a  survey  was  conducted  of  visitors 
to  the  USTS  Pavilion  at  "Man  and  His  World"  in 
Montreal.  A  total  of  329,098  individuals  visited 
the  pavilion's  Festival  of  American  Folklife.  Visitor 
reaction  to  the  pavilion  was  favorable  with  the 
exhibits  stimulating  their  interest  in  and  desire 
to  learn  more  about  the  U.  S.  Specific  exhibits 
or  crafts  were  acclaimed  either  because  they  ex- 
hibited a  special  skill,  were  informative,  enter- 
taining or  had  historical  value. 

An  analysis  of  the  Third  Annual  Discover 
America  Pow-Wow  and  Travel  Trade  Mart  held 
in  Chicago  in  July  indicated  that  34  foreign  coun- 
tries were  represented.  Total  attendance  was  311 
(183  foreign  tour  operators  present,  15  foreign 
flag  carrier  representatives  and  113  U.  S.  firms), 
and  destination  areas  sales  generated  for  U.  S. 
firms  totaled  $5.3  million. 

An  analysis  was  made  of  the  VISIT  USA  World 
Tourism  Seminars  entitled  "Synopsis  of  the  Pilot 
Series  of  VISIT  USA  World  Tourism  Seminars". 

During  this  series,  key  U.  S.  travel  industry 
executives  met  with  over  500  foreign  tour  oper- 
ators and  travel  agents  in  London,  Amsterdam, 
Sydney,  Melbourne,  Tokyo,  Stockholm,  Oslo  and 
Copenhagen.  Participants  indicated  that  they 
found  these  seminars  to  be  highly  informative 
and  interesting  in  that  they  learned  more  about 
these  international  travel  markets  for  better  pack- 
aging and  promoting  of  the  U.  S.  as  a  tourist 
destination. 


USTS/MEXICO  ASSISTS  TRAVELERS 
— Virginia  Blanco,  ot  the  USTS 
regional  office  in  Mexico  City, 
provides  information  to  a  Mexican 
interested  in  visiting  the  U.S. 
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OTHER   PROGRAMS 


USTS,  the  Immigration  and  Naturalization  Service 
of  the  Department  of  Justice,  and  the  Depart- 
ments of  State,  Labor  and  Transportation  con- 
tinued to  support  the  passage  of  the  Administra- 
tion Bill  waiving  U.  S.  visa  requirements  for 
certain  foreign  business  and  pleasure  visitors  for 
up  to  90  days. 

In  response  to  a  USTS-launched  campaign  to 
assist  non-English  speaking  foreign  visitors  arriv- 
ing at  international  ports  of  entry,  three  more 
international  airports,  Dulles  (Washington,  D.  C), 
Boston  and  Pittsburgh,  added  symbol-type  direc- 
tional signs  in  their  Federal  Inspection  Areas. 
USTS  is  urging  other  airports  to  use  symbols  on 
directional  signs  to  reduce  the  language  barrier. 
USTS  has  continued  to  furnish  leading  airports  of 
entry  with  seven-by-ten-foot  lighted  signs  carry- 
ing a  Presidential  message  and  photograph  and 
the  word  "welcome"  in  seven  languages. 

Travel  Synergism  2,  the  second  annual  meeting 
of  USTS,  Discover  America  Travel  Organizations, 
the  National  Park  Service  and  the  State  Travel 
Directors  Council,  was  held  in  Washington,  D.  C, 
in  February.  Steps  that  state  travel  promotion  of- 


ficers can  take  to  attract  foreign  tourists  to  their 
states  were  stressed.  Thirty-three  state  travel  di- 
rectors attended. 

In  May,  official  government  tourism  executives 
from  Argentina,  Brazil  and  Peru  visited  the  United 
States  at  the  invitation  of  Secretary  of  Com- 
merce Maurice  H.  Stans  and  participated  in  a 
five-day  Latin  American  Study  Visit  Seminar. 
Purpose  of  the  seminar  was  to  develop  joint  pro- 
motional strategies  for  "Tourism  Year  of  the 
Americas  1972." 

In  an  effort  to  help  the  National  Railroad  Pas- 
senger Corp.  (AMTRAK)  increase  VISIT  USA  rail 
travel,  USTS  detailed  one  of  its  top  tour  develop- 
ment specialists  to  AMTRAK  as  a  consultant. 

AMTRAK  offers  a  25  percent  rail  travel  dis- 
count—the Amerail  Fare— to  foreign  tourists.  Es- 
tablished in  1970,  the  fare,  which  was  worked 
out  at  USTS'  request  by  the  Rail  Travel  Promotion 
Agency,  enables  residents  of  countries  other  than 
Canada,  Mexico  and  the  United  States  to  pur- 
chase tickets  on  U.  S.  railroads  for  75  percent  of 
the  regular  coach  or  first-class  fare. 


EXPENDITURES 

(in  thousands  of  dollars) 


Personnel   compensation 

Personnel    benefits 

Travel  and  transportation  of  persons 

Transportation   of  things 

Rent,  communications  and  utilities 

Printing  and  reproduction 

Other   services   

Supplies  and  materials 

Equipment     

Grants,  subsidies  and  contributions 

Total    obligations    4,546 


Fiscal  1971 

Fiscal  1972 

Actual 

Estimate 

1,132 

1,402 

143 

197 

185 

276 

82 

108 

214 

265 

260 

477 

2,457 

3,084 

58 

45 

15 

57 

569 

6,480 
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APPENDIX 


U.S.    DEPARTMENT  OF  COMMERCE 
TRAVEL  ADVISORY   BOARD 

(Fifteen  travel  industry  executives  who  advise  the  Secretary  of  Commerce) 


Clarence  Arata 

Executive  Vice  President 
Metropolitan  Washington  Board  of  Trade 
1129  20th  Street,  N.  W. 
Washington,  D.  C.  20036 

Herbert  Blunck 

President 

American  Hotel  &  Motel  Association 

Statler  Hilton  Hotel 

16th  and  K  Streets,  N.W. 

Washington,  D.  C.  20036 

Blaine  Cooke 

Vice  President — Marketing 
Trans  World  Airlines 
605  Third  Avenue 
New  York,  New  York  10016 

Brian  Cooke 

Senior  Vice  President 
World  Airways,  Inc. 
Oakland  International  Airport 
Oakland,  California  94612 

Stephen  Halsey 

Senior  Vice  President  and  General  Manager 

Travel  Division 

American  Express  Company 

65  Broadway 

New  York,  New  York  10006 

James  Hawthorne 

President 

Carte  Blanche  Corporation 
3460  Wilshire  Boulevard 
Los  Angeles,  California  90005 

Jack  B.  Lindquist 

Director  of  Marketing  for  Disneyland  and  Walt 

Disney  World 
Disney  Productions 
1313  Harbor  Boulevard 
Anaheim,  California  92803 

James  Montgomery 

Vice  President — Sales 

Pan  American  World  Airways 

200  Park  Avenue 

New  York,  New  York  10017 


Winston  Morrow 

President 

Avis  Rent  a  Car  System,  Inc. 
900  Old  Country  Road 
Garden  City,  New  York  11530 

Robert  Murphy 

Director — Sales  Promotion 

Commercial  Airplane  Group 

The  Boeing  Company 

P.  O.  Box  3707 

Seattle,  Washington  98124 

Frank  Norris,  Jr. 

Director 

Wyoming  Travel  Commission 
2320  Capitol  Avenue 
Cheyenne,  Wyoming  82001 

Thomas  Orr 

President 

Ask  Mr.  Foster  Travel  Service 

1  Park  Avenue 

New  York,  New  York  10016 

William  Patterson 

Publisher 

SATURDAY  REVIEW 
380  Madison  Avenue 
New  York,  New  York  10017 

Norman  J.  Philion 

Vice  President  of  Industrial  Affairs 
United  Air  Lines 
P.  O.  Box  66100 
Chicago,  Illinois  60666 

Robert  Sullivan 

General  Manager 

San  Francisco  Convention  &  Visitors  Bureau 
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RESTRICTIONS  ON   SALE  OF   DOLLAR 
EXCHANGE   FOR  TRAVEL 

MAY  1971 


Country 


Allowance 


EUROPE 

Austria    $1,000  per  person  per  trip  with  additional  amounts  if  authorized  by  the  National  Bank. 

Belgium    Unrestricted. 

Cyprus    £C  250  =  $600  per  person  per  year  for  tourist  and  $12-$60  per  day  additional  for  busi- 
ness travel. 

Denmark    Unrestricted. 

Finland $720  per  person  per  trip,  additional  amounts  upon  approval  by  the  Bank  of  Finland. 

France     $364    per   trip    and    $728   annually.    In    addition,    tourists    may   export    up    to    500   francs 

($90.56)  in  French  currency.  Businessmen  may  export  up  to  $725  per  person  per  trip. 

Germany    Unrestricted. 

Greece    $200  per  trip  per  person  for  up  to  three  trips  per  year,  or  tourists  participating  in  group 

tours  are  granted  amount  based  on  a  cost  declaration  submitted  by  a  travel  agency. 

Exporters  and  manufacturers  are  granted  $20  per  day  for  a  maximum  of  45  days  when 

traveling  to  the  United  States. 

Iceland   $200  per  person  per  year. 

Ireland    $600  per  person   per  trip   for  tourists  and   up  to  $3,600  for  business  travel.  Additional 

amounts  if  authorized. 

Italy    $1,600  per  person  per  year. 

Luxembourg Unrestricted. 

Malta    $600  per  person  per  year  plus  another  $600  per  person  per  trip  upon  application.  For 

business  purposes  an  allowance  of  the  additional  $600  or  $48  per  day  for  a  maximum 

of  $30  days,  whichever  is  greater,  is  allowed. 

Monaco    $1,200  per  person  per  trip,  which  includes  $200  in  francs. 

Netherlands    Unrestricted. 

Norway     Unrestricted  (basic  allowance  is  $700). 

Portugal    Unrestricted  ($1,735  in  foreign  exchange). 

Spain     $717  per  person  per  year  plus  an  additional  allowance  of  $717  per  person  per  trip  once 

the  initial  allowance  is  used  up.  Business  trips  are  allowed  $29  per  day  up  to  a  maximum 

of  $1,435  per  trip.  Additional  amounts  may  be  obtained   if  authorized  by  the  Spanish 

Foreign  Exchange  Institute  (IEME). 

Sweden     $1,155  per  person  per  trip  with  additional  amounts  granted  free. 

Switzerland    Unrestricted. 

Turkey    $222  per  person  per  year. 

United    Kingdom $720  per  person  per  trip,  plus,  $60  domestic  in  pocket.  Businessmen  can  obtain  $96  per 

day  with  maximum  of  $4,800,  business  draw  of  $720  on  demand  and  additional  amounts 

on  application. 
Yugoslavia    $32  per  person.  Travel  agencies  may  obtain  special  arrangements  to  allow  them  to  see 

tours.   The   National    Bank   may  also  allow  travel   agencies  to  sell   foreign   currencies   in 

amounts  larger  than  the  $32  allowance. 

SOUTH  AMERICA 

Argentina    $1,000  per  person  per  trip  with  additional  amounts  on  approval  of  the  Central  Bank. 

Bolivia    Unrestricted. 

Guyana     $76  per  person  per  year. 

Brazil    Unrestricted  if  the  currency  is  exchanged  at  the  Brazil  exchange  market. 

Chile     $720  per  person  per  trip  outside  Latin  America  plus  fares. 
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Country  Allowance 


Colombia      $30  per  day  up  to  $1,350  maximum  per  year,  and  $70  per  day  up  to  $6,300  per  year 

when  the  travel  is  beneficial  to  the  country. 

Ecuador    Unrestricted. 

Paraguay     $1,000  per  person  per  trip  outside  Latin  America. 

Peru    Unrestricted. 

Surinam    $1,070  per  person  per  trip. 

Uruguay    200   percent  of  fare  for   travel   with   additional   amounts   on   approval   from   the  Central 

Bank. 
Venezuela    Unrestricted. 

CENTRAL  AMERICA 

Costa   Rica Unrestricted. 

El  Salvador $400  per  person  per  trip  with  an  amount  up  to  $1,000  on  requested  to  the  Central  Bank. 

Guatemala    $2,500  per  person  per  year. 

Honduras   Unrestricted. 

Nicaragua     Unrestricted. 

Panama     Unrestricted. 

CARIBBEAN 

Antigua     $700  per  person  per  year. 

Bahamas $700  per  person  per  year. 

Barbados     $500  per  person  per  year  with  additional  amounts  upon  application. 

Bermuda     $1,405    per   person    with    no    limit   as    to    per   year   or    per   trip.    No    limit   on    domestic 

currency. 

British  Virgin  Islands $700  per  person  per  year. 

Dominican   Republic No  specific  limitation  but  all  applications  require  the  approval  of  the  Central  Bank. 

Haiti    Unrestricted. 

lamaica     $600    is    basic    allowance    plus   additional    amounts    may    be   authorized    by   the   Central 

Bank  for  bona  fide  tourists.  Business  and  professional  travel  are  allowed  $48.00  per  day 

for  a  period  of  1   month.  Payment  of  expenses  in  advance  (accommodations,  meals,  etc.) 

must  be  deducted  from  the  allowance. 

Netherlands   Antilles $106  per  person  per  year  with  additional  amounts  upon  application  and  authorization. 

Trinidad  and  Tobago $600  per  person  per  year. 

AFRICA 

Cameroons     $362  per  person  per  year  for  tourists  and  $36  per  day  up  to  $1,086  per  trip  for  business 

purposes. 
Ethiopia    $240  per  year  per  person  and   $30  per  day   for  up   to  6  weeks   for  business   purposes. 

Travelers  may  also  take  the  equivalent  of  $40  in  Ethiopian  currency. 
Ghana     $54   per  person   per  year  for  tourists.   Business  travelers  are  allowed  $36  per  day  for  a 

maximum  of  7  days,  twice  a  year. 

Guinea    Allowance  subject  to  individual  license. 

Libyan  Arab  Republic $840  per  person  per  year  for  tourist  travel.  $1,400  per  person  per  trip  up  to  a  maximum 

of  $7,000  in  a  single  year  for  business  purposes. 
Malagasy    Republic $181  per  person  per  year  for  tourist  travel  and  up  to  $54  per  day  to  a  maximum  of  $540 

per  trip  for  business  trips. 
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RESTRICTIONS  ON  SALE  OF  DOLLAR 
EXCHANGE  FOR  TRAVEL  (continued) 

MAY  19*71 


Country  Allowance 


Morocco     $5  per  person  each  6  months. 

Nigeria    $280  per  person  per  trip  (maximum  of  $700  per  family). 

Sierra    Leone    $600  per  person  per  year  in  foreign  exchange,  $24  in  sterling  and  the  equivalent  of  $60 

in  any  foreign  currency  except  Rhodesian  pound  notes.  Application  for  larger  amounts 

may  be  made. 

Sudan      $288  per  person  per  year;  $72  per  child  under  16  per  year. 

Tunisia    $95  per  person  per  year. 

Republic  of  South  Africa  __$2,800  per  adult  per  year,  and  $1,120  per  year  for  children  under  12. 

Uganda     $560  per  person  every  3  years. 

Zanzibar     $700  per  person  per  year  with  additional  amounts  granted. 

MIDDLE  EAST 

Aden     $840  per  person  per  year  with  additional  amounts  granted. 

United    Arab    Republic Whatever  foreign  exchange  an  individual  has  earned  or  is  able  to  buy  from  others  hold- 
ing foreign  exchange  accounts. 

Iran     $500  per  person  per  year. 

Iraq     $280  per  person  per  year. 

Israel     $375  per  person  per  trip. 

Jordan     $70  per  person  per  trip. 

Syria    $30  per  person  per  trip. 

FAR  EAST  AND  PACIFIC 

Australia     Unlimited. 

Burma     $10  plus  any  amount  sanctioned  by  the  Foreign  Exchange  Controller  for  travel. 

Cambodia     No  allowance  for  pleasure  travel. 

Ceylon    No  allowance  for  pleasure  travel. 

Hong    Kong    $42  per  person  per  trip  with  additional  amounts  granted  on  application. 

India No  allowance  for  pleasure  travel. 

Indonesia Unrestricted. 

Japan     $1,000  per  person  per  trip  for  pleasure  travel  with  additional  amounts  authorized.  $2,000 

maximum  for  business  trips. 

Korea    $900  per  person  per  month 

Laos    Unrestricted. 

Malaysia $328  in  foreign  currency  and  the  equivalent  of  $164  in  Malaysian  currency. 

Nepal    No  allowance  for  pleasure  travel. 

New  Zealand $1,680  per  person  per  year,  except  if  an  allowance  has  been  granted  for  travel   in  the 

previous  3  years,  this  amount  is  reduced  to  $560. 

Philippines $500  per  year  per  person. 

Pakistan    No  allowance  for  pleasure  travel.  Exchange  for  business  travel  granted  on  an  individual 

basis. 

Singapore $164  per  person  per  year. 

Taiwan    $300  per  person  per  trip  for  pleasure.  Up  to  $700  per  man  for  3  months  for  business. 

Thailand $630  per  person  per  trip  for  pleasure  travel  or  $40  a  day  for  not  more  than  90  days, 

whichever  is  greater. 

Vietnam    $30  per  person  per  day  up  to  $500  per  year. 

Lebanon    Unrestricted. 


Source:  21st  Annual  Report  Exchange  Restrictions,  International  Monetary  Fund. 
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